D = : 11901 NW 18" COURT

Pembroke Pines, Fl. 33024
(954) 437 2801 / fax (954) 437-2802

America’s Specialty Beer Company’

T Ana Figueroa
FROM: Netson Quintero
DATE: May 22, 2003

RE:  Hispanic Survey

In reference to your questions regarding the Hispanic media survey my personal opinion is that Hispanic media should
be maintained separaie from the general market. The Hispanic market is a different segment and should be targetted
differently. In the beer industry we face these chalienges everyday trying 1o cross over to a complex ethnic market with
such & Latin Americar influx and diversity. We are struggling trying to convey the same message.

In reference to Radio, the audicnce of most listeners are probably working people or traveling in vehicles. During the
most busy traffic hours and lunch time most people are listening to the radio. This is a key time for messages and
commercizls 1o get across, For example; lunch hour at any restaurant, bar or café usually bas a radio station playing. !
think today’s TV viewer’s are looking for specific shows, movies or the nightly news.

Ana, ] hope this information helps you with your survey and please understand this is my opinion and not of Labatt
USA.

Sincerely Yours,

Nelson Quintero
District Manager
Southeast Florida
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Mailing Address:

828 South Brand Bivd
Glendaic, Calitarmia 97204
£ mail gni@sageauto.com

May 21, 2003

Federal Convmunications Commission
445 “I'welfth 5t. South
Washingion. D.C. 20554

To Whom It May Concern;

My name is Marci Neill | am the advertising coordinator for Glendale Nissan/Infiniti.

I have been asked 10 comment on whether the U.S. Hispantic media market is a separate market, for the
purpose of assisting the FCC in its ongoing review and analysis of the pending merger of Univision
Communications and Hispanic Broadcasting Corporation.

The first and most obvious example would be separste languages. From there the list 2oes on and on to
include the following, separate location, population, growth rate, income level, brand preferences, and cost
basis, to name just a few of the reasons why as an advertiser it is critical 1o be able to target Hispanic
media, both TV and Radio as a separate market.

1 hope the Commission will take these factors into consideration when reviewing the Univision/HBC
merger.

Sincerely, .
Marci Neill
Advertising Coordinator
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* Yoyota of Manhattan

E08 West 57th Sreet, New York NY 100119 & Sales/Service 112-393-9600 ¢ Fax 212-977-9144

To Whom It May Concern,

My name is Jaime Amoroso, general manager of Toyota of Manhattan. I've been in
automotive sales for over 15 years.

I’ve been asked to give my opinion on the question, “Do Hispanics in United States
represent a unique market?” The question is been used in the consideration of the pending
merged between Univision Communications and Hispanic Broadcasting.

The answer is clearly 'Y ES™. While we are Americans we are also Hispanics with so
many different things that make us unique such as the foods we eat, our traditions, our
culture and so much more. We have our own separate language with our own tastes,
preferences and brand awareness. We have our own population with it’s own unique
growth rate.

We have distinct radio, television stations, and programs that appeal specifically to us,
These stations and programs broadcast directly to our community in our language with
it’s own cost base, discreet demographics and targets. It is unique and separate.

As C.C. review; Univision/HBC merger I hope the information highlighted here
i1l help provide difectiog and the right decision to this most important question.

Jaime Amoroso
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June 2, 2003

To Whom it ey Concerm:

I've owried and operated a radio and TV buying service in New York City for many

1 like to share my thoughts with you concarning the Hispanic market in the hopes
my comments will be useful in the Commissions consideration as it reviews the
Univision/HBC mergar. The ceniral point is the US Hispanic media markel is @
separate ontity. First, the radio and TV stations which make up this market ceal

2 99paTaie CONRITI base and communicate (ot in a different langusge. Secondly,
the memeis popisietion Dass dﬁan-as does its brand-'awareness and cost-structure,

Tutr the charnel-tune your radio, Your eyes anc! oars should canvince your mind
and mmmnumm _ .

Sid Paterson
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a Miami, May 21, 2003
To Whom it may concarn

1 am Gonzalo J. Gonzalez, Managing Officer at BVK/Meka in Miami. My
experience in the advertising industry includes over 15 years working
with most product categories in the United States, Spain and Latin
America.

e MRYD ig cne the leading Hispanic adverstisiag and Public Relavions
marketing firms, and the Hispanic Division of BVK in Milwaukee, ranked
among the top 50 Advertising Agencies in the United States.

Qur current client list for the US Hispanic market include SouthWest
Airlines, Sprint PCS, Pfizer, South East Toyota, Samsonite, Samsung and
the Florida Anti-Tobacco campaign among others.

I have been asked to comment on whether the U.S. Hispanic media

Market should be considered as a separate market. Not only for the

; proven effectiveness of the Spanish Language in communicating messages,
but also because of the different media habits and cultural relevance
of programming, the Hispanic media is and should be considered separate
when planning, buying and evaluating broadcast media.

This fact has been proven by numerous research developed by the most
prestigious research companies, such as KRielsen, Roslow Institute,
Scarborough, Strategy research, among others.

LR e

As a result of this, companies that measure and monitor broadcast -
media, such as Nielsen and Arbitron, has adapted their methodology in
term of measuring Hispanics across the country, publishing separate
Hispanic books with the results of their surveys.

e o

v .

1 hope tne Point of View will be useful in the consideration of the
U.S. Hispanic media market as a sSeparate relevant market, and feel free
to contact me should you need to further discuss this matter.

Sincerel

4 Zalez
naging’ Officer

¥ k 848 brckell azenve. $th floer > meami 1 33131
V me A 365 3720023 > 1720810 > woww. bukmieka.com
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My 21 2003

Federal Communications Commission
143 12" Street. S W
Washington DC. 20534

To Whom 1L May Concern:

It s with great concern diaf our firm has approached you regarding the proposed merger between HBC and
Univision.

As a boutique finn in Coral Gables providing counsz! in the arcas of Advertising, event markcting and
public relations, we foresce the rmilications of this proposed merger. We are a young firm. conprised of
individials who have beea active in the advertising industry in the Scuth Florida markcetplace for over a
decade, particularly in Hispanic media. We live in this market, and understnd (he unique elcments it’s
comprised of including how cyclical is it. The South Florida market will severely suffer if this merger
happens.

COhar philosophy rests on the shoulders of innovation and we sland strong, in our focos on providing unigne
and cosl effective methods for our clients to achieve their marketing goals. However, we believe that the
uniting of the mation’s nunber-one Spanish-language television operator and the number-one Spanish-
lanpuage radio owner rescmblcs the Clear Channel model. Formulas such as this have truly made it
difficult for agencies and local busincsses such as ours to thrive in a marketplace where as it relates to
placing media there are very fev compcetilors.

We are convinced that wilk such a merger taking effcct, many areas of our industry will be directly
affecied. Our concerns arc the strong negative effects on both the gencral as well as the Hispanic market.
We are specilically concerned about the business practices and methodology that will ultimately inipact the
consumer.

We would also like 1o comment on the issue of whether the Hispanic media market is a sepagate one. Our
lirm finndy belicves it is. Just to begin, this is a market that ha its own consumcr base that possess their own
tastcs, brand awarencss, bsand preferences, media, cost basis. poputation, and lunguage. How can one
ignore the Facts listed above? Including both television and radio. it is evident that this marke! has its own
unique set of separate chamacleristics, its own buying power, and its own consumer psychographics.

We implore the Commission to consider the ample evidence aforementioned. My firr could nol fecl more
strongly aboul this maticr, We respectfully sock your assistance in protesting the industry comprised of
agencics and advertisers alike who realize how critical this matict is and how this proposed merger will
affeci the future of our industry. We trast in the judgment of the Commission and rely on its plight to
protcet the overall public’s interest. Please take our plea into consideration. If need be, our firm is at your
disposition as it Teiales to the Commission’s consideration of the U.S. Hispanic medin market as a
autonomous market and its review of the tnivision/HBC merger.

Sinc;::chg

. £ e <

A sbilera__
Liza M. Santana

President. Creativas Group Inc.

WWW.Creativasgroup.com
Email: imsantana@creativasgroup.com
Officy 305.856.3880 Fax 305.856.3882
1395 Coral Way, Sulle 2-J, Coral Gables, FL. 33145




The Menda Group
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3538 socuthwest 162nd avenye muramar, fiorida 33027 » 954.447.1800 fax: ¥54,436,9296 - meadagrouptoworldnet.att. net

May 22, 2003

To Whom It May Concern:

As an advertdsing agency in the South Florida market for over 7 years, and as an
advertising professional for over 13 years, | am always asked the same question from many of my
advertisers: “How can | best reach the Hispanic market?”

The question would seem to have a simple answer: “Just through some budget dollars to a couple
of Hispanic stations, translate our current spot {some advertisers actually use their English spot in
Spanish language stations), and go with it!”

The more | see these situations occur, the more [ realize that there are still many peopic in South
Florida and the U.S. that still don’t gt it.

The Hispanic market is more than just a trug and separate market from the general market. It has
several “sub-markets” within itself. It is not suffice to think that with just one campsign, or one
spot, or one theory, we can reach the entire Hispanic market. Hispanics in the U.S. are truly
diverse. South Florida alone has possibly the most diverse Hispanic market in the coumtry,
comprised mostly of people from the Caribbean, Central and South America.

Unquestionably, the same applies to all the Hispanic markets across the U.S.

Hispanics have become an important part of our population with their rapid growth,

as well a5 their increasing buying power as consumers. This is a market with different cultures,
ideas, values and customs.

Therefore, it is critical that Hispanics be considered as a separate market in order to reach them
effectively and allow prospective advertisers to communicate with this powerfut and evolving
segment of our country.

Thank yo

7

Tony Garcia
President
The Menda Group
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To Whom It May Concern,

I’'m Helane Naiman. | have worked in media in New York City for over twenty five years
and have for the past five years owned my own ad agency/buying service. HN Media &
Marketing, Inc.

I've been asked to comment on whether the U.S. Hispanic media market is a separate
market for the purpose of assisting the F.C.C. in its ongoing review and analysis of the
pending merger between Univision Communications and Hispanic Broadcasting
Corporation. In my opinion it certainly is. Here are just a few reasons why. The Hispanic
population has separatc tastes. It differs in brand awareness with a uniquely different
consumer base. Iispanics in the United States have their own media. The market
includes both radio and television stations that broadcast in the Spanish language.

I hope this information is useful to the Commission in their consideration of this issue. As
the FCC reviews the question of whether Hispanics in the United States are a separate
market the answer is clearly-yes.

Yours, 1 rply.

f// Log /Wm / s T

Hciane Naiman
President
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A COUNTRY WITHIN A COUNTRY

The U.S. Hispanic market is frequently referred to as “a country within a country. ..larger
than Canada... the fourth largest Spanish speaking country in the hemisphere larger than
Peru, Venezuela, Chile or Ecuador.”. 42.6 million strong (including Puerto Rico), the

population is expected to grow by more than 1.7 million per year. That’s 100,000 people
every three weeks or 5,000 every day. '

Hispanic purchasing power exceeded $630 billion in 2002. In and of itself, it represents
the 9™ largest economy in the world, larger than the GDP of Brazil, Spain and even
Mexico. All indices and economic measurement standards reflect growth and increased
prosperity. In the decade between 1979 and 1999, the number of Hispanic families
reaching the middle class (defined as those earning between $40,000 and $140,000)
increased 71.3% to 2.5 million, fully one-third of the total.

The numbers get even more interesting in terms of business ownership. According to
American Demographics Magazine, Hispanics now account for the largest share of
minority entreprencurs in the United States, owning 40% of all such businesses.

The Census Bureau’s last economic census reported 1.2 million Hispanic owned
businesses with aggregate revenue in excess of $186 billion. The 2002 estimate put the
figure at 2.3 million with $380 billion in sales. In 2001, the census also reported
Hispanic labor-force participation at 80.4% (FYE 2000), higher than non-Hispanic white
males as a whole.

It is evident that even official agencies consider this market a discrete entity within the
larger marketplece measured and reported accordingly. And while other minority markets
are similarly measured in a number of areas, the Hispanic market stands alone as a self-
contained, differentiated, “country-like” entity within U.S. borders; one from which
specialized disciplines, professions, governmental institutions, NGOs and even foreign
policy initiatives, have arisen and will continue to arise well into the foreseeable future.
This is not a matter of opinion. It is a matter of fact extremely well grounded in logic, as
we shall see:

1. Let’s consider the other two large minority segments in the United States,
African-Americans (excluding Haitian-Americans) and Asian Americans.
Afyican-Americans speak English almost exclusively. There are few direct
linkages to African countries of origin. Non-African Americans may easily
commupicate and participate in this sub-segment at will. They are tied to the
mainstream culture by language if not by color.

2. The Asian-American segment is composed by a multiplicity of cultures divided
by language — Chinese (Mandarin and Cantonese), Japanese, Korean, Vietnamese,
Hindi, Bengali, Urdu, Malay, Punjabi — the influence and economic advantages
(cost-effectiveness) that spring from critical mass are elusive if not impossible.
Therefore, other than grassroots marketing or media outlets serving small



enclaves, any Pan-Asian network or national print vehicle would be either highly
fragmented in a multiplicity of languages or require English as the common
denominator.

. Language is the single most important characteristic of culture and Hispanics in
the United States are united by a conmmon language traced to Spanish colonizers
regardless of whether these are viewed as ruthless conquistadors (Mexico) or
brothers from the mother country (Cubans). If this were not the case, neither
national broadcast networks nor national print mediz would be viable business
models. This isn’t to say that there aren’t English dominant Latinos, but rather
that for marketing and communications purposes we include them in the
mainstream universe just as we exclude non-Spanish speakers from the Hispanic
consumer pool. Spanish dominant Latinos then, by necessity, must rely on
Spanish language media even to exercise their right to vote; bilingual Latinos may
choose either language based on content or self-identification. Considering that
Latinos are basically absent from general market media, being depicted as less
than 2% of all characters (while more than 12% of the population) and often in
the most negative roles, bilingual Hispanics are practically compelied to turn to
Spanish language media to see and/or hear themseilves. ‘

. This cultural phenomenon known as Hispanic-America, and its need for in-
langnage communications that respects and embraces our multiracial identities,
musical preferences and folkloric richness created the Hispanic advertising
industry. The Association of Hispanic Advertising Agencies was organized in
recognition that ours is a marketing sector that could not and would not be well
served by general market entities; the very same who for more that 30 years had
been predicting with almost evangelical fervor our assimilation and demise. The
truth is that Hispanic advertising and media professionals constitute a unique
business specialty. As managers, we must have as thorough an understanding of
the disciplines as our monolingual, general market counterparts and communicate
in English with our clients, bankers, the IRS and the 21 year old brand manager
who has never traveled outside of Indiana, yet transcreate, transform, interpret and
connect with our consumers in Spanish, the language most likely to produce the
sales and economic benefits sought by our clients. “Compre nuestro auto, mestro
jugo y traiga su dinero a nuestro banco.” It’s the American way. Consumer
spending is the backbone of our economy. And let’s be realistic, the mainstream
population base is experiencing negative birth rates. All U.S. population growth is
directly attributable to minority and immigrant sub-segments. The Census says so.

. The wave of Hispanic agency acquisitions by general market firms shows that
they were wrong about assimilation (which did not and will not take place), were
wrong to remain intransigently monohngual as if it were a badge of honor and
thus, with very few exceptions and these only in the multi-national arena,
incapable of creating Hispanic divisions organically. Ultimately, they had to buy
the agencies. Most were motivated by profit potentiai others to keep the market in
check and under control.



6. The increasing acceptance of Mexican Matriculas, the strengthening of Radio
Marti’s signal, NAFTA and the proposed FTAA, point to Hispanic interests
influencing the national agenda well beyond the Congressional Hispanic Caucus.
This is understandabie as Hispanics represent the country’s largest pool of
bilingual, transnational citizens. It may be a small percentage of the vast United
States of America, but a critical component of the country’s hemispheric ~
perbaps global — aspirations. A country within a country indeed.

© 2003 Ana Maria Fernindez Haar _




ADVERTISING

May 20, 2003

To Whom It May Concern:

[ am Julio Amparo. | have worked in the Hispanic market as an owner of an independent
advertising agency for over 15 vears.

I have been asked tu comment on the pending merger between Univision
Communications and Hispanic Broadcasting Corpaoration. An important question the
F.C.C.. is facing iy whether or not the U.S. Hispanic market is separate market.

First, we speak a different language. We have our own consumer base, our own and

separate tastes. As an owner of an ad agency I can tell you
Hispanics have their own brand awareness for our own products, Our population growth
is different, the cost structure of media is separate —- we are a separaie consumer base,

The Hispanic Media markei— radio and TV combined — is a separate and distinct .
market. Listen and you will hear with your ears we are a separate market.

I hope my comments will be useful in the Commission's consideration of the US Hispanic
media market as a separate relevant entity and in it review of the Univision/HBC merger.

< . Julio Amparo
President

16 BOBOUNK PLACE » BRYN MAWR, NY 10701 » TEL. (314) 423-7373 « FAX (914) 423-2579



